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Abstract: This paper investigates the relationship between personal values, hospitableness and 
social responsibility in small, independent foodservice businesses. Semi-structured interviews 
were conducted with 24 owner-managers of these businesses located in Sheffield, United 
Kingdom (UK). The results established that hospitableness is expressed through the way in 
which these small businesses engage in social responsibility. In lifestyle and family 
businesses, personal values, such as altruism, friendliness and a passion for food, influence 
the hospitableness and social responsibility of the small foodservice business. In the long 
term, social responsibility actions expressing hospitableness add value to the business itself. 
This research contributes to the hospitality literature, by empirically demonstrating how 
hospitableness can be expressed through small business social responsibility, which can 
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Introduction 
 
Businesses are perceived as pivotal stakeholders in society (Doh & Guay, 2006; Matten & 
Crane, 2005), so it is felt that they should provide net positive contributions to it (Carroll, 
1991; Wheeler, et al., 2003; Windsor, 2001; Lockett, et al., 2006). This commitment is 
reflected in the concept of corporate social responsibility (CSR). CSR is a contested concept 
and is being adopted by a growing number of different members of society (Dahlsrud, 2008; 
Wry, 2009; Garriga & Mele, 2004; Okoye, 2009; Matten & Moon, 2008). For the purpose of 
this research, CSR is defined as: 
“A concept whereby companies integrate social and environmental concerns in their 
operations and in their interaction with stakeholders on a voluntary basis” (European 
Commission, 2001, p. 6). 
Key tourism organisations have advocated the growth of ethics and CSR within the tourism 
and hospitality sector: World Tourism Organisation’s Global Code of Ethics was published in 
1999 to issue a strong call for more responsible forms of tourism and hospitality (Hawkins & 
Bohdanowicz, 2012). In the United Kingdom, which is the background context where this 
research was conducted, CSR has been endorsed by many hotels and other tourism and 
hospitality businesses, as well as lobby groups, non-governmental organisations and key trade 
associations (Jones, et al., 2014), such as UK Hospitality (before 2018 known as the British 
Hospitality Association) and the Sustainable Restaurant Association (British Hospitality, 
2017; British Hospitality, 2014; THESRA, 2013). CSR is therefore a dominant feature in the 




on higher financial results being accrued by hospitality and restaurant chains (Inoue & Lee, 
2011; Kang, et al., 2010; Lee & Heo, 2009).  
The focus of this research is on small independent foodservice businesses, which can be 
broadly defined, in the context of this study, as small businesses that are not part of a group of 
restaurants (Estrade, et al., 2014) with a maximum of three locations, which depend on the 
same manager or chef (Britt, et al., 2011), and employ between 1 and 50 employees.  Small 
businesses represent 72.9% of all foodservice businesses across EU and, as such, account for 
a 68.8% share of the value added and a 73% share of employment within the EU-27’s 
foodservices sector. In the UK, the proportion of small foodservice businesses compared to 
large and medium ones is smaller, but nevertheless they account for a 39.5% share of 
employment and for almost half (46.9%) of the added value within the overall UK 
foodservice sector (Eurostat, 2016).  
Small businesses are present in significant numbers across the whole tourism and hospitality 
sector (Thomas, et al., 2011) and have an overall significant impact on society and the 
environment (Hawkins & Bohdanowicz, 2012; Hillary, 2004). These small businesses are 
therefore considered key to ensuring economic growth, innovation, job creation, 
environmental protection and social integration (Midttun, et al., 2006; Revell & Rutherfoord, 
2003; Curran, 2000). However, there is a lack of CSR or sustainability studies on small 
hospitality businesses (Jones, et al., 2016; Farrington, et al., 2017) and small foodservice 
businesses (Higgins-Desbiolles, et al., 2017; Di Pietro, 2017); therefore, this study addresses 
this gap in the literature. Moreover, this research is important, as it is predicted that small 
foodservice businesses will be affected by changes towards more ethical forms of 
consumption, such as the interest in honest, authentic and sustainable food and experiences 




transparency in the practices involving food production (British Hospitality, 2017; British 
Hospitality, 2014). 
Many small entrepreneurs are attracted to the foodservice industry because of the low barriers 
to entry with regards to the initial investment and innovation (Lee-Ross & Lashley, 2010; 
Morrison & Thomas, 1999), because of the linkages to domestic and food experiences related 
to the personal life of the individual (O'Mahony, 2003), as well as the possibility of 
expressing their own creativity and hospitableness (Telfer, 2012). These small businesses, 
driven by non-economic values, such as lifestyle and family businesses, are often found in the 
hospitality and foodservice industry (Ateljevic & Doorne, 2000; Getz, et al., 2004; Getz & 
Petersen, 2005; Chen & Elston, 2013). The entrepreneurship and CSR literature on small 
hospitality businesses highlight how these types of businesses have an informal business 
style, as they are heavily influenced in terms of their decision-making by the personal values 
of the owner (Lee-Ross & Lashley, 2010; Morrison & Thomas, 1999; Getz & Petersen, 2005; 
Garay & Font, 2012). These lifestyle businesses are characterised by hospitableness, which 
has at its core ethical values such as generosity and a concern for the needs of others (Di 
Domenico & Lynch, 2007; Lee-Ross & Lashley; 2010) and can be key to fostering positive 
guest experiences (Lashley & Chibili, 2018; Lashley, 2017).  
Given the significance of engaging with socially responsible practices for small foodservice 
businesses, as well as the critical role played by hospitableness in the delivery of their offer, 
this research aims to understand the relationship between personal values, hospitableness and 
the implementation of socially responsible practices in independent foodservice businesses. It 
is important to note that, as the focus of this research is on small independent foodservice 
businesses, the term ‘Small Business Social Responsibility’ (SBSR) will be adopted rather 
than CSR, going forwards, to reflect that the term ‘corporate’ is not applicable to small 




practical and industry-based perspective, but also from an academic perspective, as studies on 
SBSR in a specific sectorial context are scarce. New context spotting is among the most 
common incremental types of contribution to academic knowledge (Nicholson et al, 2018). 
As evidenced in the literature review, no previous studies have attempted to focus on how 
personal values influence the hospitableness and SBSR of independent foodservice 
businesses. To achieve the aim, the objectives of this research are:  
1) To analyse critically how small independent foodservice businesses understand 
and interpret their social responsibility. 
2) To explore how personal values motivate the SBSR of independent foodservice 
businesses. 
3) To explore how the perceived business benefits influence the SBSR of 
independent foodservice businesses. 
This research contributes to the hospitality literature by engaging with a sociological view of 
hospitality (Lynch, et al., 2011; Lugosi, 2009; Wood, 2017; Brotherton, 1999; Brotherton, 
2017). Hospitableness is a social practice in these small foodservice businesses, characterised 
by the personal value of responding to human needs (Lynch, et al., 2011); therefore, by 
empirically exploring SBSR within hospitality, the research provides an understanding of 
what links hospitableness, personal values and SBSR. Additionally, the research adds value to 
the emerging and growing field of SBSR research, which is more sensitive to the small-
business context and idiosyncrasies (Baumann-Pauly, et al., 2013; Spence, 2016; 
Soundararajan, et al., 2017; Wickert, et al., 2016), by shedding further light on the relative 
importance of personal and business motivation during engagement with SBSR, as the 





Literature Review  
 
Small business social responsibility (SBSR)  
The SBSR literature emerged from the CSR literature focused on small and medium 
businesses (Spence, 2016; Spence, 1999; Soundararajan, et al., 2017; Spence & Perrini, 
2009), from the small business and entrepreneurship literature, as well as the business ethics 
literature (Buchholz & Rosenthal, 2005; Spence, 1999; Treviño, et al., 1999; Quinn, et al., 
1997). This work utilises the following definition of SBSR: 
“SBSR is the social responsibility of a small business for its impact on society, 
expressed by contributing to the wellbeing of stakeholders and the local community, 
while minimising the negative impacts on the environment” (Tomasella & Ali, 2016). 
The SBSR literature criticises the prevailing view according to which larger corporations are 
more advanced than small businesses with regards to implementing CSR (Spence, 1999; 
Perrini, 2006; Jenkins, 2006; Lepoutre & Heene, 2006; Baumann-Pauly, et al., 2013). Such 
discourses rely on the prevailing economic and instrumental theories of CSR, according to 
which size and the available resources affect the implementation of CSR practices (ex. 
Orlitzky, et al., 2011; Brammer, et al, 2009). On the contrary, the literature on SBSR 
highlights informality as, in small businesses, socially responsible actions are driven by the 
informal decision-making of the owner-(Lepoutre & Heene, 2006; Murrillo & Lozano, 2006; 
Baumann-Pauly, et al., 2013). Therefore, this field of research in SBSR has been investigating 
the ethical outlook of small business owners (Courrent & Gundolf, 2009; Spence, 1999; 
Spence & Perrini, 2009; Jenkins, 2004; Jenkins,  2006; Jamali, et al., 2009).  
Many authors agree that, in small businesses, as the manager focuses on independence and 




profit which drive the decision-making in relation to SBSR (Spence, 1999; Lepoutre & 
Heene, 2006; Jenkins, 2006; Murrillo & Lozano, 2006; Fenwick, 2010; Spence, 2016; Fassin, 
et al., 2015). Spence and Schmidpeter (2003),  Jenkins (2006) and Lepoutre and Heene 
(2006) found that it is also the physical proximity to stakeholders which is a strong factor 
contributing to SBSR. Norms and pressures from the community and peers feature among the 
most important internal drivers for ethics (Brown & King, 1982), therefore what is perceived 
as the community of reference has an impact on the ethical decisions taken (Lepoutre & 
Heene, 2006). Recent small business research has suggested that compassion and emotional 
connections, fostered through physical proximity, have a positive influence on the ethicality 
of decisions (Mencl & May, 2009).  
Finally, several SBSR studies have highlighted that the most engaged companies seem to be 
those that have adopted a balanced approach between entrepreneurship and ethical practice 
(Jenkins, 2006; Murrillo & Lozano, 2006; Perrini, et al., 2007; Cambra-Fierro, et al., 2008; 
Kobeissi, 2009; Castka, et al., 2004; Hammann, et al., 2009). The business benefits that 
motivate SBSR practice are usually intangible, such as improving the relationships with the 
closest stakeholders (such as employees, clients and suppliers), encouraging innovative action 
and increasing the chances of finding growth opportunities, or simply increasing visibility 
(Jenkins, 2006; Perrini, 2006; Perrini, et al., 2007; von Weltzien Høivik & Shankar, 2011; 
Williamson, et al., 2006; Lepoutre & Heene, 2006; Spence, 1999). Spence and Schmidpeter 
(2003), Örtenblad (2016) and Soundararajan et al. (2017), observe that the sectorial context is 
particularly important in understanding the type of benefits that businesses might achieve 
through their SBSR practice. The next section therefore looks in detail at those small 
foodservice businesses that form the objective of this research, to explore further the personal 
values and entrepreneurial context of the business owner and how these elements influence 





Personal values and SBSR in small foodservice businesses 
In the hospitality industry, there is a large population of small and micro businesses, which 
dominate the sector (Thomas, et al., 2011; Chen & Elston, 2013). Often, these small 
hospitality businesses are characterised by non-economic goals and values (Getz, et al., 2004; 
Agarwala & Dahm, 2015). Rokeach (1973) defined personal values as enduring beliefs which 
persist over time, influence behaviour and concern individual or collective well-being. Values 
and cultural frameworks are important for these businesses and influence their definition of 
success and business goals, such as seeking autonomy and pursuing a specific lifestyle 
(Thomas, et al., 2011; Lashley & Rowson, 2010), family values (Agarwala & Dahm, 2015; 
Ram, et al., 2001), localised, social or community concerns or artistic, spiritual and political 
values (Keen, 2013; Getz, et al., 2004). Purely financially-driven small foodservice 
businesses are harder to find, and these seem to be aligned to higher levels of dining 
(Poulston & Yiu, 2011). It is common for SBSR implementation to be influenced by the 
alternative non-economical values, such as love or passion for an area, which initiated the 
tourism business in the first place (Sampaio, et al., 2012; Tzschentke, et al., 2008).  
Personal values, rather than cost savings or business advantages, are the primary motivation 
for environmental or social actions also in independent restaurants (Moskwa, et al., 2015; 
Carrigan, et al., 2017; Poulston & Yiu, 2011; Alonso-Almeida, et al., 2018). Small 
independent restaurants, in fact, usually do not register the same cost efficiency as hotels and 
restaurant chains might, when introducing environmental measures (Revell & Rutherfoord, 
2003; Revell, et al., 2010). These foodservice businesses are particularly affected by high 
competition and failure rates; independent restaurants face a very competitive environment 
against the bigger restaurant chains (Parsa, et al., 2015), hence loyal customers and 




(Agarwala & Dahm, 2015). Poulston and Yiu (2011) found that mid-scale organic restaurants 
integrated their societal and environmental beliefs with their business goals, by taking 
advantage of the environmental and health food niche to attract customers, and therefore 
improve profitability. Carrigan et al. (2017) found that small restaurant businesses with 
authentic lifestyles prioritise the collective interests of the community through their actions 
for personal reasons, while at the same time pursuing business goals that support their own 
agenda. Other studies highlight how small restaurants can achieve loyalty and return 
patronage through focusing on positive actions in support of the local community (Di Pietro 
& Levitt, 2017; Jang, et al., 2017).  
In conclusion, the overview of the literature confirms that the ethics of a small foodservice 
business are crucial for SBSR; the relationship nature of these businesses not only has an 
impact on their ethical decisions but can also represent a competitive advantage for the 
business. This seems particularly plausible in a sector like the foodservice one, which is 
strongly defined by the social and emotional connotations of the hospitality and food offered, 
which influence how people perceive and interpret the actions of the business. Therefore, the 
next sections of the literature review will examine these studies of hospitality in detail, 
looking at the more ethical and social aspects of hospitality which are related to the personal 
values of the individual, to argue how this may ultimately be linked to their SBSR. 
 
SBSR and hospitableness in small foodservice businesses 
The topic of SBSR is usually considered from the ethical perspective in the hospitality 
literature. The role of the owner-manager and his/her personal values are crucial in 
determining the SBSR approach and philosophy (Garay & Font, 2012; Njite, et al., 2011; 
Tzschentke, et al., 2008; Lashley, 2016; Carasuk, et al., 2016; Carrigan, et al., 2017). In 




2008) or social norms and altruism (Garay & Font, 2012) drive green actions in small 
hospitality businesses. Many small businesses in the hospitality field are laden with non-
economic and personal values and goals, such as autonomy, family values or specific 
lifestyles (Ateljevic & Doorne, 2000; Bosworth & Willett, 2011; Velvin, et al., 2016). 
In this small business context, which is dominated by personal values, the socio-cultural 
tradition of hospitality should be taken into consideration as it influences how the business is 
managed (Lashley, 2007; Lashley & Morrison, 2013). Hospitableness is an essential 
intangible element of the hospitality experience for the industry, intangible beyond the 
material side of the goods and services exchanged, and is defined as:  
“The willingness to be hospitable for its own sake, without any expectation of 
recompense or reciprocity” (Lashley, 2015, p. 1).  
Lashley and Morrison (2013) describe the social domain of hospitality by considering the 
social settings in which hospitality takes place, together with the impacts of social forces on 
the production and consumption of food/drink/accommodation. Telfer (1995) argued that the 
phenomenon of hospitality has different philosophical connotations, influenced by the 
historical roots of the concept, which separates it from hospitality management per se. 
Derrida (2000) discusses hospitality as a national phenomenon of welcoming foreigners. 
Nowen assimilated the concept with the exchange of friendship in a privileged space (Nowen 
cited in O’Gorman, 2007). The complex and value-laden nature of small businesses and 
hospitality, therefore, requires research to have a multidisciplinary breath (Lashley, 2008), 
which recognises the element of hospitableness as part of it (Lashley, 2015; Lynch, et al., 
2011).  
Hospitableness should be about genuine and authentic compassion, friendliness and affection 
when handling guests (Lashley, 2008; Lashley & Chibili, 2018). This dimension of 




and welcoming towards friends and family when they visited a house (Johanson & Woods, 
2008). Genuine hospitality, despite its commercial dimension, occurs when there is a real 
willingness to satisfy the requirements of the clients, irrespective of any repayment (Lashley, 
2008; Telfer, 2012). The modern hospitality sector, despite being mainly commercial in 
nature, nevertheless inherits the industry’s service tradition based on the socio-emotional 
aspects of hospitality (King, 1995; Lashley, 2007; Lashley, 2015). The sociological 
interpretation of hospitality goes beyond the exchange of products and services, to include the 
social interactions between hosts and customers (Lugosi, 2008). Poulston (2015) underlines 
that the distinct hospitality domains, such as the commercial and the socio-emotional, despite 
being distinct, coexist within the hospitality exchange (Poulston, 2015). 
It is also for reasons of distinctiveness and competitiveness that the whole industry continues 
to focus on fulfilling the socio-emotional needs of the clients (Hemmington, 2007; Ritzer, 
2015; Lashley & Chibili, 2018), beyond the commercial exchange. Certain lifestyle 
businesses are closely related to new forms of tourism consumption and niche markets 
(Ateljevic & Doorne, 2000; Bosworth & Willett, 2011; Poulston, et al., 2011; Kristian, et al., 
2016; Carrigan, et al., 2017). The hospitality industry can therefore be enhanced by kindness, 
generosity and entertainment, expressed by the host through hospitableness (Lashley & 
Morrison, 2013; Gehrels, et al., 2017; Lashley & Chibili, 2018). Whilst it is known that the 
personal values of small business owners influence SBSR, here it is argued that SBSR is also 
influenced by the hospitableness. As no previous empirical research has examined the 
relationship between hospitableness and SBSR, although the link between social 
responsibility and the morality of hospitality has already been supported (Lashley, 2014; 
Lashley, 2015; Poulston, 2015), this research aims to explore the mechanism that links 






A qualitative research approach was adopted to explore the personal values and 
hospitableness driving SBSR in independent foodservice businesses. Soundararajan et al. 
(2017), Aguinis and Glavas (2012) and Spence (2016) agree that a qualitative approach is best 
suited for understanding SBSR. The data were collected using semi-structured interviews to 
tease out an understanding of the phenomenon researched (Silverman, 2015; Bryman & Bell, 
2015; Saunders, et al., 2017) and provide small businesses with a voice (Waller et al., 2016), 
in order better to explore and understand their opinions and motivations (Cassell & Symon, 
2004).  As the number of small foodservice businesses concerned with social responsibility 
issues is still emerging (Hawkins & Bohdanowicz, 2012; Di Pietro, 2017), the sample 
included extreme or critical cases, where the phenomenon of interest is more likely to occur 
(Flyvbjerg, 2006). The UK forms an ideal context for the sample population of this study, to 
redress the general lack of studies of CSR in Europe (Coles, Fenclova, & Dinan, 2013). 
Sheffield was deemed a good location for this UK-based research as, with a population of 
575,400 in mid-2016, the City of Sheffield is England’s third largest district authority 
(Sheffield City Council, 2016); hence, it lies midway between the country’s capital and 
smaller locations in terms of socio-economic variables, with the presence of both independent 
businesses and chain restaurants (Rimmington & Spencer, 2008). The initial starting point for 
the choice of establishments was a database of foodservice businesses provided by the Eat 
Sheffield network, a network project involving independent foodservice businesses facilitated 
by Sheffield Hallam University (Eat Sheffield, 2012). The task of generating a purposive 
sample of owner-managers for this study was addressed by conducting a preliminary content 
analysis of the Eat Sheffield website. Businesses that were included in the sample were those 




environment or community; through further snowball sampling, other businesses were 
included, such as those that had won special food awards across the city.  
The final sample included 24 small independent foodservice businesses, all operating within 
Sheffield. A total number of 26 interviews were conducted, across 24 businesses; 24 
interviews were with the owner-managers, while two further interviews were held with head 
chefs, based on the suggestion of the owner-managers, as they were responsible for managing 
food purchases. A pilot study was conducted with an initial group of ten businesses. These 
pilot interviews allowed clarification of the questions to be asked, the reordering of the 
questions and the most appropriate interview approach to be selected for these small 
businesses. The interview themes broadly mirrored the main concepts addressed in the 
literature review: understanding what SBSR is and how it is peculiar in small businesses; the 
background of the hospitality business; and personal values and objectives influencing SBSR 
practices. Thematic analysis was used to analyse the interviews (Braun & Clarke, 2006). 
When the sample population is pre-determined, as in this case, the results are not 
generalisable statistically; rather, the analytical generalisability is determined by the strength 
of the description of the context (Eisenhardt, 1989), for further application of the results to 
other research contexts (Waligo, et al., 2013).  
Results and discussion  
Socio-Demographic data 
The following table offers a summary of the sociodemographic statistics that best describe 
these lifestyle and family businesses and their owner-managers. Almost half of the 
interviewed businesses are cafés (approx. 45%); the second most represented type is 
restaurants (approx. 33%), while there are a few fast food outlets (8%) and pubs (8%). Most 




employ between 20 and 50 employees. In terms of the longevity of the business, the majority 
(46% approximately) are over 10 years old; 17% of the businesses are start-ups in their first 
year of operation, while almost 21% are in between their second and fifth year of operation. 
Of the 24 owner-managers interviewed, approximately 66% were over 40 years old, 25% 
were between 30 and 40 years old, while only 8% were below 30 years old. In terms of 
gender, there is a balance between male and female owner managers, with slightly more 
(54%) owner-managers being male. In the following sections, the owner-manager quotes are 
related to the code assigned to the specific business, according to the below table; the role is 
indicated only for interviews with chefs, or with owner-managers that are also chefs in their 
own business. 
Table 1: Socio-demographic characteristics of the businesses 




Fast food (I2, I7, I14, I15)  3 12.5% 
Cafe (I1, I3, I4, I5, I8, I12, I13, I16, I21, I23, I24) 11 45.8% 
Pub (I6, I9) 2 8.3% 
Restaurant (I9, I10, I11, I17, I18, I20, I22) 8 33.3% 




0-10 8 33.3% 
10-20 10 41.7% 
20-40 3 12.5% 
40-50 3 12.5% 




1 or less 4 16.7% 
2-5 5 20.8% 
6-9 4 16.7% 
10 and over 11 45.8% 
Sex (owner manager)     
Male 13 54.2% 
Female 11 45.8% 




Under 30 2 8.3% 
30-40 6 25.0% 




Over 50 8 33.3% 
 
Hospitableness influences SBSR in foodservice businesses 
These lifestyle and family businesses are characterised by their focus on their quality of life 
(Lashley & Rowson, 2010; Carlsen, et al., 2008) or family life and wellbeing (Agarwala & 
Dahm, 2015; Ram, et al., 2001; Getz, et al., 2004).  
It’s not a profit business, it’s partly lifestyle, it’s a lifestyle choice, choosing to work 
every single night, it’s better than before, we can dictate how to do things (I12). 
It's a family business doing things well and being proud about it … growth is not the 
objective; it's more about helping other staff to grow (I19) 
It was also found that these owner-managers interpret their role in society beyond the material 
exchange of food and drink, a role that promotes the clients and employees’ wellbeing:   
 It's not about the money, it's about people feeling welcome to come on a personal 
basis (I15). 
What I feel I am doing, is providing the best working environment I can and helping 
ordinary people through their ordinary life and navigate things (I23, owner and chef). 
Such a social role is linked to the physical premises of the businesses, and so also benefits the 
community: 
Well it's a broad function, the aim is that you provide a service, but also a community 
place (I3). 
I think the pub can be at the heart of the community …It is part of your location...you 




 It was found that, as a consequence of this personal approach to business, these business 
owners have a broader understanding of hospitality, that is not limited to the economic 
exchange of food and drink, but hospitableness (Lashley, 2008; Telfer, 2017), which is about 
creating social exchanges that add to the wellbeing of others (Lynch, et al., 2011; Lugosi, 
2008; Lugosi, 2009; Lugosi, et al., 2009; Telfer, 2017; Wood & Brotherton, 2000). This 
clearly distinguishes the social role that these businesses perceive as having from their more 
commercial role, characterised by an economic exchange. This hospitableness is extended to 
the local community by virtue of the premises.  
In these lifestyle and family businesses, it was also found that SBSR is interpreted as being 
caring towards and supporting those with whom the business deals, which amounts to ethical 
responsibility: 
Responsibility for the people while they are here, for people who work for us, and for 
the environment or simply personal human impacts...so bottom line is personal 
responsibility, taking care of your organisation and what it does (I20). 
It's being good for our customers but also for our suppliers, and also for the 
environment and the community we live in (I4, owner and chef). 
This type of personal responsibility is ethical in nature, as it depends on the personal values of 
the owner-manager: 
It is about making money in a way that matches our values in which we want to live 
our lives (I2). 
Well it’s my duty to other people (I11). 
It was found that SBSR is ethical in nature, as it is an expression of hospitableness, founded 




driven by growth but focus instead on personal goals, such as caring for people to make them 
feel welcomed at a personal level. It is known that the hospitableness creates emotional 
connections (Lashley, 2014; Lashley, 2015); emotions are known to have a positive influence 
on the ethicality of decisions (Mencl & May, 2009). SBSR is ethical in nature as it is an 
expression of hospitableness, which is a culturally-embedded social role in society of 
welcoming people (Lee-Ross & Lashley, 2010; Lashley, 2016) and creating spaces in which 
people can socialise and care for each other (Lynch, et al., 2011).  
The implications of these findings contribute to hospitality theory by showing how an ethical 
approach to SBSR, which emerged from a sociological view of the industry, should provide 
the basis for attaining sustainability in the hospitality industry (Lashley, 2014; Cavagnaro, 
2017). It contributes to both hospitality and SBSR theory, by explaining that hospitableness 
influences the perception of SBSR in these small foodservice businesses. SBSR is therefore 
confirmed as being ethical in nature, as it is an expression of those personal values that also 
underpin hospitableness. This corresponds to an ethics of care interpretation of SBSR 
(Spence, 2016; Von Weltzien Høivik & Shankar, 2011), as the business prioritises actions of 
care that express their hospitableness.  
 
Personal values influence hospitableness and SBSR 
First of all, it was found that SBSR is motivated by moral norms, such as integrity, honesty, 
fairness and politeness, which form part of the culture of the individual and his/her 
upbringing:  
I like to treat people fairly. But I expect to be treated fairly as well. I look for 
partnerships rather than a crude monetised relationship (I12, owner and chef). 




approach to people (I17, owner and chef). 
Moreover, these businesses mentioned altruistic personal values, such as a willingness to be 
helpful and cooperative: 
It’s a personality thing, we just like to help people, educate them about food or simply 
just be able to sit down and relax ... especially if you can't afford it (I14). 
The respondents also mentioned the values of happiness, self-worth, belongingness or being 
friendly and sociable: 
I personally like to make people happy… in this business people come here to have a 
good time, to be happy (I9). 
I didn’t know that being a business owner would give you that feeling of roots and 
that sense of belonging…that’s got to do with everybody greeting us, supporting us, 
that’s why I want to choose local things and choose to support local businesses…it 
gives me a real sense of place (I2).  
These personal values, underpinning the hospitableness, are frequently found among small 
lifestyle hospitality businesses (Lee-Ross & Lashley, 2010; Lashley & Rowson, 2010; 
Ateljevic & Doorne, 2000; Carrigan, et al., 2017; Sweeney, et al., 2018). Friendliness and 
helpfulness are found in family hospitality businesses, which focus on creating strong social 
ties within the organisation (Berrone et al., 2012). Finally, a very typical value in foodservice 
businesses is a passion for food, particularly when shared with others: 
I have this interest in food, I always enjoyed the element of food of providing for 
others, the element of “come and enjoy” (I12, owner and chef). 




pleasure is a sufficient motive for hospitableness, as the exchange of positive emotions is key 
to it (Blain & Lashley, 2014; Tasci & Semrad, 2016). It is important to notice how these 
personal values also contributed towards initiating these small hospitality businesses in the 
first place. For example, many of the owner-managers mention their passion for food, for 
culture or for working in a sociable environment, which led them to start the business to 
pursue that specific lifestyle or passion: 
It was something I always wanted to do, I was interested in cooking, always a 
passionate vegetarian, so I thought of combining the two (II3) 
I love it, I have been doing this for 25 years, and you get to know people one by one, 
recognise numbers when they ring me in to book a table. It gives you the thrill, you 
know, and the best thing is meeting people (I17, owner and chef). 
It was found empirically that personal values, such as altruism, friendliness and a passion for 
food, together with moral norms, drive the hospitableness and SBSR actions that contribute 
towards the wellbeing of others; the personal values are particularly important as these are 
also the values that contribute towards the self-actualisation of the business owner. The 
hospitableness in a commercial space is usually focused on one’s own pleasure beyond the 
guest’s pleasure (Telfer, 2012; Wood, 2017), rather than being aimed at friends. This focus on 
one’s own pleasure and personal values is a distinctive motivation for starting a hospitality 
business, for business owners who are seeking autonomy and self-actualisation through their 
businesses (Poulston, 2015; Lashley, 2008); it also confirms that hospitableness can be 
experienced in a commercial setting (Poulston, 2015; Telfer, 2017).  
Knowledge or education about certain socio-environmental issues further directs these owner-
managers towards implementing specific proactive SBSR actions or needs at the local level of 




By focusing on local elements one can be more responsive to actual needs (I3).  
A lot of this is due to knowing and collaborating with local not-for-profit projects (I4, 
owner and chef). 
These hospitality businesses, which focus also on actions for the local community, are 
particularly influenced by their personal knowledge and experiences of the locality. 
Knowledge and awareness, created through life experiences, are broadly recognised in the 
CSR literature as essential elements that influence CSR action, by affecting attitudes towards 
certain behaviour (Demirtas, et al., 2017; Sampaio, et al., 2012). The implication of this 
second section makes an important contribution to hospitality theory: it was confirmed 
empirically that it is not only other-oriented values such as altruism or moral norms but also 
friendliness (Blain & Lashley, 2014; Lashley & Chibili, 2018) or a passion for food (Telfer, 
2017) that can influence the hospitableness. The original contribution to hospitality and SBSR 
theory is demonstrating the influence of personal values on the SBSR of the business, through 
the effect they have on hospitableness. These findings further contribute to SBSR theory: they 
support recent research which found that self-enhancement values can coexist with prosocial 
values in small businesses with an ethical orientation (Power et al., 2017; Schaefer, et al., 
2018); this challenges the traditional view that self-enhancement values inhibit social actions 
(Schwartz & Bilsky, 1987, 1990).  
 
Perceived business benefits influence SBSR 
This final theme is business motivation for SBSR. When asked what motivates SBSR, the 
respondents also highlighted perceived business benefits as a driver of SBSR. The key 
element that emerged is the long-term orientation of the business benefits to SBSR practice, 





We bought the building as we wanted to have freedom and independence to be able to 
make choices, for example investing in energy efficient equipment; if you are prepared 
to be in it in the long term, it makes sense to do it (I8). 
All of these businesses implement SBSR actions aimed at improving employee well-being, 
particularly through creating a positive and friendly work environment, as this keeps the staff 
motivated and engaged: 
Not just a safe one, a kind environment, where you have fun, it's a family environment, 
you want the workplace to be a place where you enjoy coming, and this also benefits 
the company (I18). 
Moreover, a positive and hospitable working environment engages particularly frontline staff 
to work more effectively, and therefore they can share more easily these values and become 
brand ambassadors of the hospitableness: 
To feel they then can then share our values and that becomes a natural, very natural 
instinctive part of what their reason is to come to work (I21). 
Actions beneficial to employees are important for lifestyle and family businesses, for 
expressing the hospitableness through an engaged staff who trust the organisation. Intrinsic 
motivators are more powerful than extrinsic ones in influencing restaurant staff’s productivity 
and gaining their support for further SBSR actions (Harris, et al., 2017; Jung et al., 2018). 
Another way to engage the staff was to support them to engage in voluntary activities: 
For example, we put some money aside and all the staff does a 5k or a 10k together, 
the money from that goes to a charity, we usually support local ones so that we 




Allowing the staff to express themselves at work is key to engagement (Glavas, 2016). Some 
of these small foodservice businesses offer value-added attributes to their products, such as 
environmental, ethical or health aspects. The business motivation here is branding, as the 
added value offered by the product creates positive brand perceptions about the business: 
Well it's the advantage to the brand… some things we just do them because we like to 
do what we do, but also people buy into that because they share the same values with 
us (I14). 
Branding based on offering ethical, local or environmental products, or having healthy 
products that improve clients’ well-being, is a useful business strategy (Britt & Frandsen, 
2011) as it positively influences clients’ trust and loyalty: 
We believe it increases people confidence on us to know that we don't waste and we 
do everything fresh (I8). 
This study shows empirically how this focus on healthy or ethical foods can provide a 
successful strategy for small niche foodservice businesses that wish to create trust among 
their clients as, by responding to their clients’ growing interest in healthy, authentic and 
sustainable food (British Hospitality, 2017; Hall & Gossling, 2013), these small foodservice 
businesses can promote loyalty through reputation and branding. The CSR literature in chain 
restaurants similarly states that the trust and commitment of consumers moderates the effect 
of CSR on their loyalty to the restaurant (Kim, et al., 2013; Kim & Han, 2010; Kim & Kim, 
2017) or coffee chain (Jang, et al., 2015), rather than influencing the financial outcomes 
(Jang, et al., 2017).  
Actions aimed at the local community, such as creating community spaces, offering local 
food and protecting the environment, are further influenced by the business motive of 





People would think it's friendly, hopefully quite generous, it’s about the reputation...I 
give vouchers for local charities (I11). 
Here, it was found that a small cultural business like the foodservice one can capitalize in the 
long term on its intrinsic hospitableness, as expressed through care for the wellbeing of its 
employees, clients and local community, as such actions improve the relationships with these 
stakeholders. The implication of this last section makes an important contribution to 
hospitality theory, as it empirically demonstrates how hospitableness, expressed through 
SBSR actions, can help small businesses to manage their relationships more effectively, as 
proposed theoretically by authors exploring the attitudes of hospitality employees (Lashley, 
2017; Lashley & Chibili, 2018). The section also contributes to SBSR theory by 
demonstrating that SBSR actions add intangible value to small businesses in the long term 
(Memili, Fang, Koç, & Sonmez, 2017). This confirms that small foodservice businesses are 
focused on being hospitable, primarily because of the personal values of the owner-managers; 
as a consequence, business benefits are not the primary motivation for implementing SBSR 
actions but can enhance business relationships in the long term. 
 
Conclusion 
This qualitative interpretivist study examined the personal values of the owner-managers of 
24 small lifestyle and family foodservice businesses, with regard to the hospitableness of the 
business and SBSR. The findings show that these businesses express their hospitableness 
through SBSR actions, as the small business owners see their role as fulfilling the socio-
emotional needs of all of the actors involved in the hospitality exchange, beyond the 




Wood, 2017; Brotherton, 2017). Hospitableness is expressed through SBSR actions that are 
beneficial not only to the guests but also other closest business relationships, such as the 
employees and members of the local community. The second finding is that, for these 
lifestyle and family businesses, it is personal values, such as moral norms, altruism, 
friendliness or a passion for food, that influence the hospitableness and SBSR. Some of these 
values are other-oriented, such as moral norms or altruism, while others are more self-
directed, as they contribute to the self-actualization of the entrepreneur. This is a typical trait 
of small independent businesses, which focus on autonomy and independence. The resulting 
SBSR is a way to express and construct the hospitableness of the business, by sharing values 
with others. The SBSR is also highly influenced by the premises of the business and the local 
culture that it represents. The third finding focuses on the actual business benefits that further 
encourage SBSR implementation. In the long term, the proactive SBSR actions expressing 
the hospitableness, add intangible value to the business itself, as sharing values allows the 
business to build stronger relationships.  
The study highlighted how small foodservice businesses, in a rapidly changing business 
environment (British Hospitality, 2017), might thrive through offering a mix of commercial, 
personalised and social hospitality (Gehrels, et al., 2017), by expressing their hospitableness 
through SBSR actions. This study is not generalisable to the whole population of small 
foodservice businesses, as it focuses specifically on family or lifestyle businesses. It rather 
suggests that those businesses which focus on the socialised value of hospitality are genuinely 
more committed to SBSR, because their hospitableness is focused on the wellbeing of others. 
It is posited that further studies should focus on the how the owner-managers can share the 
hospitableness across the business, particularly with employees. Such studies would be 
crucial, as it is employees who carry out SBSR actions; therefore, engaging employees in the 




sustainability agenda in hospitality (Cavagnaro, et al., 2018; Rheede & Dekker, 2016) and 
that help the small business thrive (Gehrels, et al., 2017). 
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